The situation of producers of five Polish regional honeys certified with the Protected Designation of Origin and the Protected Geographical Indication logos is shown. The specifics of production, distribution, prices and prospects for their presence on the Polish market is presented. Besides, attention is drawn to the structure of net prices (producers) and retail prices of such regional honeys, i.e. the Kurpie honey, the heather honey from Bory Dolnoslaskie forests, the Podkarpacki honeydew honey, the honey from Sejny county, and the Drahim honey. The study is a continuation of research initiated within the framework of research project N N112 05 72 34 of the Ministry of Science and Higher Education and N N112 374540 of the National Science Centre. Regional honeys with PDO and PGI quality markings are a new phenomenon on the Polish market. For producers, they are a challenge in the production certification process according to the specification, thanks to which the PDO or PGI logo can be used on the honey packaging. Their sale mainly takes place within short distribution chains and demand exceeds supply. Consumers see a high-quality product in regional honey, and thus position it higher in relation to other honeys, which is why the interest is growing.
kg per annum. The cheaper varieties and those harvested annually (eg. the multifloral and rape honeys) dominate in the structure of honey consumption in Poland, while the seasonally variable honey species (depending on flows) such as the heather and honeydew honey (eg. of coniferous honeydew ) are increasingly popular. Regardless of the form of sale, the heather and honeydew honey from coniferous honeydew are the most expensive in Poland while prices of the rape and multifloral honey are the lowest. The demand for the regional honeys has been steadily increasing over the years thanks to the long-term development of consumers' awareness by beekeepers who have educated the public about their products and built consumer confidence in the repeatedly guaranteed premium quality of their products. The direction of changes in consumer preferences allows a conclusion that niche products and direct sales of low-processed foods produced according to traditional recipes will create the chance for Polish producers to develop their businesses, especially small-scale activities.
Research results and discussion
The objective of this article is to present the situation of regional honey on the Polish market, with particular regard to honey with the recognized EU geographical certification -the protected designation of origin and the protected geographical indication. The primary and secondary sources of information were used in the study, first came from the research conducted 
Regional honeys
The consumers in Poland and in the other country pay more and more attention to the quality of actively promote the healthy food. Besides, the initiatives taken within the framework of publiclegal-social partnerships (eg. Local Action Groups -LAGs) show the richness of the country's cultural heritage, including the culinary culture. Locally, especially in the rural areas, the social ties are revitalized not only by bringing the residents together (e.g. in such activities as rural housewives' circles, folk bands, beekeepers' circles), but also by enhancing alternative sources of income from available regional resources which includes the apiaries. The seasonal events cultivating traditions of the ancestors (e.g. the beekeeping demos) or showing, especially to the younger generations, the specifics of "ancient" occupations (such as cooper, blacksmith, saddler, beekeeper etc.), and also creating an opportunity to sell the locally produced regional specialties (including honey, wax candles, and the like) and handicrafts, that are popular not only among local residents demonstrate the long-term and multiple-direction support provided by the public institutions (central and local government agencies, chambers of agriculture, trade unions, agricultural advisory centres, cultural centres etc.). Taking into account the experience of European consumers gained from the shocking food safety scandals in the last decade only, also the Polish consumer is more and more conscious in making purchase decisions. Increasingly, not only the economic factors (such as price or income), but also the non-economic ones such as quality of products, health benefits, natural composition, and components used in processing, reinforce their top position in the purchase determinant lists [Vecchio, Annunziata 2011 , Pieniak, Verbeke, et 2008 . No wonder that a conscious buyer pays attention to labels, markings and inscriptions marking organic food, traditional mode of production, no preservatives used, no artificial colors used, of regional origin, certification etc.) [ over 100 %-112 % more expensive than the multifloral honey or canola honey (Table 3 ).
In contrast, the gross price difference between the buckwheat honey and heather honey fell within the range of 70 %-75 %. In addition to the dependencies mentioned, certain regularity can be observed, namely that smallest unit packing, the higher price per 1 kg. The beekeepers seek solutions that would eliminate profit margins, especially charged by the intermediaries in business (e.g. the retailers), usually by using the direct sales system such as "face to face" or roadside sales, or try to minimize profit margins scale by cooperation with distributors who are reliable trading partners (i.e. those who pay liabilities in due time, effect payments, systematically order successive batches etc.). For example, 10 years ago the price of heather honey sourced from
Lower Silesia Forests, due to its characteristic composition, was by PLN 3-8 (EUR 1-2) per 1 kg higher than the price of other heather honeys 1 . In the years of favourable weather (especially in 2012-2013), the price ranged from PLN 12 to even PLN 30 per kilo (i.e. EUR 2.8 -7.2 /kg), especially if the product was marketed at international fair or in Warsaw. Honey producers from Sejny region did not experience such a big price range in terms of direct sales in the area of the honey production, i.e. Sejny and Suwałki poviat, although they admit that the price of a PDO labelled honey in a capital of a province would be approx. 20-25 % higher than in the production area, and in case of a big city (such as Warsaw) the price may be even 90-100 % higher than in the apiary. The price of the PGI Kurpiowski honey obtained in direct sales by producers in the local market between 2011 -2015, increased on average by approx. 50 %, while the price range reached +/-10 %. However, the producers' long-term price strategy assumes that the direct sales price be maintained at the level of PLN 25-30/kg, which guarantees a favourable price in relation to the high product quality. The Sub-Carpathian PDO honeydew honey, as other honeydew honeys, is relatively expensive due to its scarce production and big seasonal volatility. While selling the product directly with a PDO label in 2015, its producer cashed approx. PLN 45-47/ kg (EUR 11.3/kg). The honey could be bought for a similar retail price at a shop run by Provincial Association of Bee-Keepers. Honeydew honey without PDO label was approx. 25 % cheaper, i.e. its price was PLN 9-10/kg (EUR 2-2.5/kg).
In addition, considering that honeydew honey supply was bigger in 2015 in comparison to previous years, which made its retail prices drop to the average of PLN 32.6/kg, the PDO certified honey was a less attractive product in terms of price for those purchasers who did not pay attention to a Assuming direct sales as 100 %, as much as 70 % of Kurpiowski honey production, and 63 % of Drahimski honey production is purchased by consumers who visit apiaries. In case of SubCarpathian honeydew honey, it is approx. 55 %, and for honeys from Lower Silesia Forest and from
Sejny it is 38 % and 34 %, respectively. In case of the latter, further 33 % is sold at local open-air markets and during public events (fairs, etc.). Also heather honey and honeydew honey find their purchasers in this way (31 % and 27 %, respectively). Another convenient option of direct contact with client is when bee-keepers participate in industrial fairs throughout Poland, which accounts for 4-6 % of the direct sales structure of 3 honeys (Drahimski, heather, Kurpiowski) and 18 % in case of honeydew honey, apart from the honey from the Sejny region.
Discussion and comments
Taking into account the strengths and weaknesses of the current availability of the regional honeys with PDO and PGI certification on the Polish market, mainly the local markets, the low interest of the beekeepers in the certification takes the first place (Table 4 ). In the case of beekeepers running small apiaries, the costs of participation in the system and time-consuming procedure discourage them from taking the trouble of distinguishing their products on the market with a logotype. In their opinion, their honey, whether distinguished with PDO or PGI logo or not, will still be sold due its values and quality, especially to the long-term loyal customers, though not under a registered name. The persistent question about the future of certified honeys should, however, be considered. Should it be expected that as long as the marked products are not considered by consumers as distinctive compared with other conventional products of the same category (or other not quality certified honeys), and as long as the producers do not earn sufficient profit from their competitive advantage (whether stimulated or not by promotional and information campaigns), they will disappear from the market in a natural way? Given the growing beekeepers' awareness of identifiability and recognition through product, in contrast to their current anonymity Table 4 . 2) All certified producers of regional honeys sell their products mainly in the apiaries.
Selected strengths and weaknesses of certified regional honeys in Poland
3) Approximately 86.5 % of the beekeepers declare participation in local events (such as the beekeeper days, fairs, bazaars etc.) as well as sales at neighbouring markets. However, considering the developing character of the Drahim honeys business their producers do not exclude, and rather would welcome, an increasing role of indirect channels of sale, and especially elimination of other ways of sale, and would like to focus on the specialty health food stores, ecological herbal stores, and small local retail stores with development of the e-commerce activity.
4) The studies carried out among the associations of producers of the certified regional honeys in 2016 confirmed their continuing interest in participation in various local and regional cultural events (trade fairs, beekeepers' days, festivals etc.) which give them the opportunity to promote and sell their products as well as educate the consumers.
5) The niche character and small production volumes at present, especially of the three reional honeys (including the honey from Sejny county, the heather honey from Bory Dolnoslaskie forests and the Podkarpacki honeydew honey) make such honeys unavailable to a wider range of consumers. Moreover, in consequence of little interest on the part of the large group of the beekeepers in the certification of compliance of their production process with specifications their products cannot be upgraded against honeys of the same category or marked with PDO or PGI logo as products of repeatable high quality. Therefore, at this stage of building the regional and traditional food market in Poland, it is hard to call the certification a pro-development activity, with
